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Abstract

Information good is a kind of public goods. Once purchased or downloaded,
information goods are often shared among group of consumers. Sharing of
information goods has been considered as undermining the profitability of many
companies. On the other side, as emerging of electronic commerce, network
privacy of individual consumer has been collected and analyzed improperly by
many companies. In this paper, we discuss the numerous literatures about privacy
and information goods sharing. Besides, the theoretic privacy market and its
mechanisms founded from Social Exchange Theory and Stakeholder Theory is
proposed. From the discussion of privacy market, we propose a different
prospective and conclude that (1) Privacy is valuable. (2) Fair and transparent
transaction of network privacy can further secure the consumer’s right (3) Business
should leverage the value extracted from network privacy, in turn, the value could
compensate the loss from sharing of information goods. The cooperation in the
market will result in win-win situations among businesses and consumers.
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3.2
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